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ABSTRACT 
 
Promoting domestic origin of products and services has become a visible 
marketing trend in Finland. The main goal of this thesis is to find out if the 
domestic origin affects purchase decisions of Finnish consumers. The 
outcomes of the thesis will help evaluate if highlighting domestic origin is 
effective in marketing. The findings will help recognize the customer 
segments to whom domestic origin matters the most.  
Secondary information is collected from several written and electronic 
sources. The theoretical part introduces the stimuli - response -model and 
the factors which affect purchase behavior. These factors are divided into 
four categories: personal-, social-, psychological and cultural factors. A 
five stage -model of purchase decision-making process is also presented. 
The theoretical framework of the thesis will help form a comprehensive 
understanding of consumer behavior as a phenomenon. To move closer to 
the main topic of the thesis, an overview of Finnish consumers, Finnish 
market and current marketing strategies are presented.  
The empirical part of the thesis focuses on collecting primary data from 
Finnish consumers. The chosen research approach is deductive, and the 
research method for collecting primary data is quantitative. The data 
collection was implemented as a survey research. A questionnaire was 
distributed online and a total of 219 respondents were reached. The 
results of the survey indicate that domestic origin is important to most 
finnish consumers. Domestic origin affects the evaluation of alternatives -
stage of the purchase decision making process. Finnish origin is not 
considered the most important product attribute but it influences purchase 
decisions. Slight differences in ethnocentric consumption were detected 
between different consumer groups. Based on the findings, portraying an 
image of Finnish origin might be as effective as ensuring 100% Finnish 
content. Further research on consumer awareness regarding packaging 
markings is recommended. 
Key words: Consumer behavior, marketing, domestic origin, purchase 
decision 
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TIIVISTELMÄ 
 
Tuotteiden ja palvelujen kotimaisuuden korostaminen on noussut 
näkyväksi markkinointitrendiksi Suomessa. Tämän opinnäytetyön tavoite 
on selvittää vaikuttaako tuotteen kotimaisuus suomalaisten kuluttajien 
ostopäätöksiin. Opinnäytetyön tulokset auttavat arvioimaan, onko 
kotimaisuuden painottaminen tehokas markkinointistrategia Suomessa. 
Tutkimustulosten perusteella voidaan paremmin kohdentaa markkinointi 
niille kuluttajille, joille kotimaisuus on tärkeintä.  
Sekundäärinen tieto on kerätty useista luotettavista kirjallisista ja 
sähköisistä lähteistä. Kuluttajakäyttäytymisen perustana työssä esitellään 
ärsyke -reaktio -malli. Tekijät, jotka yleisesti vaikuttavat 
ostokäyttäytymiseen on työssä jaettu neljään pääkategoriaan: 
henkilökohtaiset-, sosiaaliset-, psykologiset- ja kulttuurisidonnaiset tekijät. 
Lisäksi esitellään kuluttajan ostopäätösprosessin viisivaiheinen malli, joka 
auttaa muodostamaan kokonaisvaltaisen kuvan kuluttajakäyttäytymisestä. 
Katsaus suomalaisiin kuluttajiin, tuotantoon ja markkinointiin esitellään 
ennen empiiriseen osioon siirtymistä. 
Opinnäytetyön empiirinen osio keskittyy primaarisen datan keräämiseen 
suoraan suomalaisilta kuluttajilta. Tutkimusote on deduktiivinen ja 
empiirisessä osiossa datan kerääminen toteutettiin määrällisiä menetelmiä 
käyttäen. Data kerättiin kyselytutkimuksena. Kyselykaavake jaettiin 
sosiaalisessa mediassa, jonka seurauksena kyselylle tavoitettiin yhteensä 
219 vastaajaa. Kyselyn tulokset osoittavat, että tuotteen kotimaisuus on 
suomalaisille kuluttajille tärkeää. Kotimaisuus vaikuttaa 
ostopäätösprosessin vahtoehtojen evaluointi -vaiheeseen. Kotimaisuutta 
ei pidetä tuotteen tärkeimpänä ominaisuutena, mutta sillä on vaikutus 
ostokäyttäytymiseen. Eri ikäluokkien vastauksien välillä havaittiin pieniä 
eroavaisuuksia. Tulokset osoittavat, että mielikuva kotimaisuudesta voi 
olla jopa yhtä tärkeä kuin kotimaisuuden tosiasiallinen varmistaminen. 
Lisätutkmusta kuluttajien tietoisuudesta pakkausmerkintöjen ja 
alkuperämaan suhteen suositellaan. 
Asiasanat: Kuluttajakäyttäytyminen, markkinointi, kotimaisuus, ostopäätös 
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 1 INTRODUCTION 
This chapter introduces the objectives, background and the research 
questions for the thesis. The aim is to give the reader an overview of the 
structure, chosen research methods and the theoretical framework for the 
thesis work. 
1.1 Research background 
The subject of consumer behavior has been widely studied because of its 
importance for marketing. A key to any successful marketing strategy is 
knowing who the customers are - and what their needs and wants are. It 
has been said that only by creating value for consumers it is possible to 
also capture value from consumers (Kotler & Armstrong 2010,160). The 
earliest theories about consumer behavior presented all consumers as 
rational decision makers, who are merely interested in their own benefit 
and fulfilment of their personal utility. Since this approach, theories 
developed into much more complex entities. New dimensions have 
emerged and a more complete view of consumer behavior and its different 
aspects has developed. (Bray 2008.)  
The way consumers behave and buy can be very unpredictable because 
the purchase decisions are made by a variety of very different individual 
consumers, households and consumer groups (Solomon 2009, 33). From 
the point of view of modern marketing, it is very important to recognize and 
understand all the factors which can affect the decision to purchase. The 
study of consumer behavior aims to clarify the decision making process 
and make it easier for marketers to predict and understand. Emotions 
often play a big role when it comes to making decisions and this is also the 
case in customer behavior. In addition to emotions - for example 
consumers’ personal preferences, social relations, psychological reasons 
and culture can determine their purchase habits (Kotler & Armstrong 2010, 
161). The reason why nearly 80% of all new products fail to make 
expected profits lies in the lack of understanding of consumers thought 
process (Zaltman 2003, 3). This is why it cannot be stressed enough that 
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knowing the customers should be the starting point for all successful 
marketing efforts. 
Knowledge and insight into consumer behavior gives companies the 
information they need to develop products and services to fit the needs 
and wants of their targeted customers. Promoting the products and 
highlighting the right features is crucial. When taking a look at for example 
television commercials in Finland today, one trend in particular stands out. 
It has become a very common strategy among marketers to highlight 
especially the Finnish origin of products and services. This approach 
reaches various different product categories all the way from food 
commercials to promoting cleaning supplies and even cruise ships. As 
marketing aims to mirror consumer behavior, this observation indicates 
that domestic origin of products or services is in fact a value for at least 
some Finnish consumers. (Mentu 2016.) 
The motivation for the thesis work is to gain an understanding of consumer 
behavior in the Finnish market, and to find out whether highlighting 
domestic origin really is an effective marketing approach. Finding out what 
kind of consumers respond to this style of marketing will be beneficial to 
marketers for finding the right target audience for such commercials. As 
consumers are not all the same it is important to make comparisons 
between different demographics and their preferences (Sapsford 
2007,16). To gain a deeper understanding of this trend of domestic origin 
in advertising, it is important to reflect on what are the reasons behind it. 
The thesis work will give a general look into the minds of Finnish 
consumers concerning domestic origin as a value and whether it has an 
effect on purchasing decisions. Depending on the results of the study it 
can also be evaluated whether it is beneficial in terms of image, to produce 
goods in Finland instead of other locations.  
1.2 Thesis objectives, questions and limitations 
The research problem of the work can be divided into the following 
research questions: 
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 Does the domestic origin of a product affect the purchase decision 
of a Finnish consumer? 
 What kind of consumers is the domestic origin important to? 
 Why is domestic origin important? 
The thesis aims to provide a general understanding into consumer 
behavior and the process of purchase decision making. The main goal of 
the thesis is to find out whether it truly is important for Finnish consumers 
that a product is of domestic origin. This goal is realized in the first 
research question. The second research question is relevant because 
consumers have different preferences and consumption patterns. It cannot 
be assumed that all Finnish consumers behave or think in the same way 
and therefore comparisons between different demographics are 
necessary. As the current visible marketing trend in Finland suggest, 
domestic origin is often seen as a positive attribute of a product. The third 
research question aims to give reasons to why it seems to be effective to 
communicate domestic origin to consumers through marketing.  
The thesis work will aim to answer all three research questions listed 
above. Finding answers for the questions will help to form a general 
understanding of the preferences and behavior of Finnish consumers. The 
main focus will be on the first research question. The findings of the thesis 
work will help to evaluate the effectiveness of the current marketing trend 
which strongly highlights domesticity. Different demographics of 
consumers will be taken into account in the practical part of this work. The 
results can help marketers target their message to an audience which will 
be the most receiptive to it. 
There are some limitations to the thesis. The main focus of this research is 
on the Finnish market which means the findings cannot be easily 
translated to other target markets. This work will give a general overview 
of consumer behavior but the empirical part and research questions 
exclude all other consumer groups apart from Finnish consumers. The 
field of consumer behaviour has been widely researched, and only the 
theories which are most relevant to the thesis are introduced. 
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1.3 Literature review 
The theoretical part of the thesis consists of general theories about 
consumer behavior. This will give the reader an overview of some of the 
most noteworthy consumer behavior research that has been conducted so 
far. The primary literary sources of secondary information chosen for the 
theoretical framework are Principles of Marketing (Kotler & Armstrong 
2010) and Consumer Behavior: Buying Having and Being (Solomon 
2009). 
The thesis aims to familiarize the reader with widely recognized theories 
about consumer behavior and the general purchase decision making 
process. Firstly, the stimulus-response model of consumer behavior, also 
known as the Black Box Model is presented. The model describes how 
different environmental and marketing stimuli generate a response within a 
consumer. This is followed by an analysis of the four widely researched 
factors which are known to affect consumer behavior: personal-, social-, 
cultural- and psychological factors. All these factors include multiple 
elements which are described in the second chapter in more detail. The 
goal is to give the reader a better understanding of the multitude of factors 
which affect day-to-day purchase decisions. The last part of the consumer 
behavior section of the thesis presents the decision making process of 
individual consumers before, during and after a rational purchase decision 
is made. (Kotler & Armstrong 2010, 161.)  The purchase decision making -
model is broken down into five separate phases, each of which will be 
examined individually. 
The theoretical part of the thesis will also give a general introduction of the 
Finnish market, production and current marketing of domestic origin in 
Finland. As Finland is the focus point of the thesis work, it is important to 
introduce facts and statistics about the market and the Finnish consumer 
base. Examples of current marketing efforts and the work of the 
Association for Finnish Work (2016) will help the reader to become more 
familiar with the topic before entering the empirical part of the work. 
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1.4 Research methods and data collection 
This study will be executed in a deductive way, which means that it will 
move from larger more general concepts to more specific and detailed 
ones. The starting point is to create a theoretical framework on consumer 
behavior in general. After this part the work will zoom into the topic of how 
domestic origin affects consumer behavior in the Finnish market. A 
hypothesis of the results will be presented before moving to the empirical 
part. This is a common structure for a deductive research. (Davies 2007, 
235.) 
The theoretical framework for the study will be based on secondary 
information collected from various reliable electronic and written sources. 
Data will be collected as desk research from books and articles which 
present the existing theory about consumer behavior (Davies 2007, 33). 
All of the source materials used in the thesis are public and freely 
accessible.  
The main data collection method in the empirical part is a survey which is 
distributed online through a social media channel Facebook. Responses 
for the survey will produce primary information which will be analysed 
carefully. The aim is to format the questions in a way which gives valuable 
information and insight into the purchase behavior of Finnish consumers. 
Ideally the results of the survey will also give data which can be used for 
comparison between different consumer demographics. (Sapsford 2007, 
10.)  However, since the survey will be distributed via social media the 
presumption is that the largest group of respondents will consist of young 
adults. It is important to get a good response rate for the survey in order to 
generate meaningful conclusions. The survey questionnaire consists of a 
set of closed questions. The chosen research approach for the thesis is 
quantitative. (Creswell 2014, 13.) The research methodology is presented 
in Figure 1 below. 
6 
 
FIGURE 1. Research methodology 
 
1.5 Thesis structure 
The first part of the thesis, including Chapters 2 and 3, will consist of the 
literary review and theoretical framework. In the second main chapter the 
methodology and theory about consumers’ decision making process are 
introduced. Chapter 2 will focus on theoretical models which exist about 
the process of making purchase decisions and how they are initiated. This 
will be followed by an examination of some of the most important factors 
which generally affect consumer behavior - broken down into four sub-
chapters: personal factors, social factors, psychological factors and 
cultural factors.  
The third main chapter will bring the reader closer to the main topic of the 
thesis which is to research the Finnish consumers. The main focus of the 
research questions is on the Finnish market, and therefore a deeper 
overview of the Finnish market is necessary. An overview of Finnish 
consumers, products and competitiveness is introduced in the third main 
chapter. The fourth main chapter opens the empirical part of the thesis 
work. Before moving on to the actual data collection, an introduction of 
chosen methods is given. This chapter will also introduce the reader with 
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the formation process of the online survey’s questionnaire. The data 
collection process and the result of the survey are explained in detail and 
presented in graphical format. After this, the collected data is carefully 
broken down and analysed.  
After the data analysis, a conclusion chapter will follow. In this part the 
work revisits the research questions made in the beginning, and aims to 
answer them based on all gained information. The reliability and validity of 
the thesis work is also evaluated. The whole thesis process will be briefly 
summarized in the last chapter. The structure of the thesis is presented in 
Figure 2 below. 
 
 
 
 
FIGURE 2. Thesis structure 
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2 CONSUMER BEHAVIOR 
The study of consumer behavior involves all the processes which are 
involved when individuals or consumer groups choose, buy, use or 
dispose of different products or services in order to satisfy their needs and 
wants (Solomon 2009, 33). Marketers can fairly easily monitor statistical 
data about where, what and how much consumers are buying – but 
understanding why, is much more complicated. Consumers are individuals 
which makes their behavior difficult to predict. Segmenting consumers into 
sub-groups according to demographic variables often makes it easier to 
understand the general needs and wants of similar consumers. 
Segmentation is often done according to age, gender, family structure, 
income, ethnicity, geography and lifestyle. (Solomon 2009, 39.) 
Segmentation is a useful tool for marketing purposes but it is not enough 
to form a comprehensive picture. Consumers can fit to a certain segment 
and still behave totally differently to their assumed peers within the same 
segment. A variety of external and internal factors affect the thought 
process and decisions of consumers on a very deep and personal level. 
To truly understand the why behind purchase decisions, it is important to 
take into account the entire process of decision making - instead of just the 
actual transaction of a purchase.  
In this chapter, important theoretical models about consumer behavior are 
presented. Understanding of these models give insight into the way 
consumers think and make everyday purchase decisions. The theories are 
based on literature by widely recognized experts on the field of consumer 
behavior. Other sources will be applied to generate additional value for the 
thesis. 
2.1 The stimulus response -model of consumer behavior 
According to Kotler & Arsmtrong (2010,161), in the root of all consumer 
behavior is the Stimulus Response Model (SRM) – also known as the 
Buyers’ Black Box Model (BBBM). This theory presents the consumer as a 
“black box” which cannot be seen into. The black box is a metaphor for 
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many of the aspects of consumer behaviour that are not observable. The 
model is presented in Figure 3 below. 
 
FIGURE 3. Stimulus response model “buyers black box” (Kotler & 
Armstrong 2010, 161) 
 
Events and occurrences in the environment which can influence behavior 
are called stimuli (Business Dictionary 2016). The figure shows how 
external stimuli enter buyer’s black box and as a result a buyer response 
comes out. The stimuli are divided into two categories: marketing stimuli 
and other stimuli. The marketing stimuli consist of the 4 p’s of the 
marketing mix: product, price, place and promotion. These four elements 
form a toolkit which marketers use to build marketing strategies which aim 
to generate a positive response from consumers. A successful use of the 4 
p’s as a basis for marketing can help increase the demand of a company’s 
products and services. In addition to marketing stimuli, other stimuli also 
enter the buyers’ black box and affect the consumer responses. Other 
stimuli come from the surrounding environment. They can be either 
economic, technological, social or cultural. (Kotler & Armstrong 2010, 
169.) Unlike the marketing stimuli, these factors are not intentionally 
designed to push the consumer response to any desired direction 
(Solomon 2009, 117). 
Once the stimuli listed above enter the buyer’s black box they are modified 
into buyer responses. These responses represent the overall buyer 
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behavior such as how much, when, where and what the consumer buys. 
Responses also result to buying attitudes and preferences and the 
formation of brand and company relationships. The SRM aims to help 
marketers figure out what kind of stimuli lead to the desired consumer 
responses. In order for the marketers to understand the correlation 
between a certain stimuli and the response it generates - they have to look 
inside of the buyers’ black box. The stimuli entering the black box are 
faced by: buyer’s characteristics and buyer’s decision process. These are 
the two dimensions which modify the stimuli into a buyer response. For 
marketers, looking inside the box can be difficult because some of the 
elements are not observable. Buyer’s characteristics entail subconscious 
factors which are not clear to even the buyer themselves. (Kotler & 
Armstrong 2010, 161.) In the following chapters the elements which affect 
consumer behavior are examined in more detail. Understanding also the 
internal factors behind consumer behavior, inside the buyer’s black box, 
will help form a more comprehensive picture of the purchase process.  
2.2 Factors affecting consumer behavior 
When examining consumers as individuals, many internal and external 
characteristics strongly influence their buying behavior. Marketers can only 
truly affect the marketing stimuli they decide to present to consumers, but 
it is imperative to take other factors into account. Understanding the 
multitude of influential factors at play can help target marketing efforts in a 
more variable and effective way. The factors which generally guide 
consumer behavior can be divided into: personal factors, social factors, 
psychological factors and cultural factors. (Kotler & Keller 2009, 190.) 
The structure of this chapter is presented in Figure 4 below.  
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FIGURE 4. Factors affecting consumer behavior (Kotler & Keller 2009, 
190) 
The figure shows the specific topics which are covered within the four 
main factors. 
2.2.1 Personal factors 
Age & Lifestyle 
People who are part of the same age-group often share similar needs, 
wants and values. Preferences have the tendency to change with age and 
for example taste in food is often strongly connected to age. People of 
similar ages share similar past experiences and memories and are also 
more likely to experience important life changes within the same 
timeframe. Same offerings and styles of marketing rarely appeal to 
different age groups in the same way and with the same intensity 
(Solomon 2009, 574). As a reflection of these generational similarities, age 
is viewed as a good indicator of the life-cycle stage consumers are likely to 
be in. Married couples, single people, students, people with or without 
children for example often have very different needs because of the 
Personal 
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•Personality & self-concept
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•Reference groups
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•Motivation
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•Learning
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current life-cycle stage they are in. Because of this, defining target markets 
according to the life-cycle stage and age is very commonly use 
segmentation strategy. (Ling, D’Alessandro & Winzar 2015, 81-87.) 
Consumers who fit to same segments in terms of age and life-cycle stage 
can however lead very different lifestyles. Lifestyle goes beyond 
demographic variables, it represents consumer’s hobbies, interests, 
activities and opinions. Lifestyles guide consumer’s pattern of living and 
determines how they want to spend their time and disposable income 
(Solomon 2009, 255). Depending on the chosen lifestyle, a consumer’s 
level of involvement for certain products or services can increase. Level of 
involvement can be described as a motivation to process information. For 
example, a consumer with an active lifestyle and interest in sports is more 
involved and open to marketing stimuli regarding sports. Lifestyle is 
strongly connected to taste and preferences which means that it is highly 
likely to evolve and change with age and maturity. (Solomon, Bamossy, 
Soren & Hogg 2010, 192.)  
Occupation & income 
Occupation can strongly influence purchase behavior. Purchasing 
workwear or industry-related literature are good examples of products 
purchased according to occupation. It is beneficial for marketers to 
recognize the occupational groups which are likely to have above-average 
interest in their offered products or services. Some products, such as 
professional tools, are even designed and marketed to specially fit the 
needs of certain occupational groups. Occupation is closely tied to social 
class and level of income. Economic circumstances have undeniable 
effect on purchasing behavior. (Kotler & Armstrong 2010, 172.) 
Consumers with more disposable income available, can afford more 
luxurious products and more want-based purchases. Wealthy consumers 
with the most purchasing power are where marketers often target their 
marketing efforts. A lot of products and services are intentionally 
positioned in a way that overlooks consumers with average or below 
average income. On the other hand, consumers with low income are 
similarly targeted with very low-end and cost-efficient offerings. This 
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approach makes sense, but it should be noted that not all wealthy 
consumers spend according to their resources. Purchasing habits are 
influenced by so many factors that it would be short-sighted to assume 
that income alone determines the level of consumption. In addition to 
personal income, other economic circumstances such as economic 
fluctuations have an impact on consumers purchase behavior. (Solomon 
et al. 2010, 475.) 
Personality & self-concept 
Personality is defined as a unique set of psychological characteristics 
which make a person who they are (Kotler & Armstrong 2010, 172). From 
the point of view of consumer behavior studies, personality is what defines 
the way a consumer reacts to an environmental stimuli. Personality differs 
from other factors influencing consumer behavior in the sense that it is 
consistent and enduring. Personality can change as a result of major life 
events such as becoming a parent, but in general such changes are 
extremely rare. (Ling et al. 2015, 289.)  
Personality is a complex psychological entity and for the purpose of the 
thesis work and due to the quantitative approach, the Freudian and non-
Freudian personality theories are not examined. The most relevant 
theories in relation to consumer behavior are the trait theory and the 
theory of brand personality which will be presented in the following 
paragraphs. (Ling et al. 2015, 290.) 
According to trait theory, personality is generally seen as a psychological 
entity which consists of different personality traits. Personality traits define 
a person and they are identifiable and measurable. (Solomon 2009, 250.) 
Good examples of personality traits which fit the trait theory criteria are 
intelligence and level of extroversion. Trait theory takes a descriptive 
approach to personality instead of clinical and qualitative approach used in 
many psychological personality theories. (Ling et al. 2015, 294.) 
It has become common that also products and services are associated 
with a set of human characteristics. This is called brand personality. The 
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characteristics associated with a brand can be either positive like 
“responsible” or negative like “arrogant”. Brands are constantly developing 
the associations to desired direction to become more attractive to 
consumers. (Ling et al. 2015.) Consumers often tend to gravitate towards 
brands which have a brand personality to match their own personality 
traits (Kotler & Armstrong 2010, 172). Researchers have identified five 
traits of brand personality: sincerity, excitement, competence, 
sophistication and ruggedness.  
Brand and product choices are often linked to  a consumer’s self-concept. 
Self-concept can be defined as the belief an individual has of their own 
attributes and how they evaluate themselves based on it (Solomon 2009, 
197.) Depending on the consumer, self-concept can be positive, negative 
and at times even un-realistic. Sometimes the consumption choices are 
made with the ideal self-concept in mind instead of the realistic one. This 
means that consumers want to purchase items which mentally associate 
with their ideal self-image. Building appealing brand personality is how this 
is realized in marketing.  People often see themselves as they imagine 
other people see them. Because of this, self-concept of most consumers 
includes elements which can be easily seen by others. These things can 
include for example clothing and other life-style related products such as 
home decor or a car. (Solomon 2009, 205.) 
2.2.2 Social factors 
Consumers are social beings which means that their behavior is heavily 
influenced by social factors. Family relations, reference groups, social 
roles, status and membership of social groups guide the consumption 
habits of individual consumers. (Kotler & Keller 2009, 194.) 
Reference groups 
Reference group can be a person or a group - real or imaginary - that has 
an influence on attitudes, behavior, standards and values of other people. 
Consumers often seek for information about brands and products from 
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reference groups. (Ling et al. 2015, 165.) Consumers do not necessarily 
belong in the reference group themselves, but they trust the information 
and opinions of the members in the group. Any external influencer can be 
referred to as a reference group - for example family, colleagues or 
celebrities. Some people within a reference group can gain the status of 
an opinion leader if they attain a special skillset, knowledge, personality 
that consumers value as basis for their thinking. Opinion leaders can be 
for example politicians, celebrities or online influencers who have a wide 
group of people at their reach. Reference groups are often either 
associative or aspirational which means that a consumer is a part of the 
group or has a desire to be a part of it in some way. Associative groups 
are also known as membership groups. Some reference groups can also 
be dissociative, which means that a consumer will avoid making 
purchases which might associate them with a certain group. (Solomon et 
al. 2010, 387.) 
Reference groups influence consumer behavior in three different ways: 
Informational influence, utilitarian influence and value-expressive 
influence. Informational influence occurs when a consumer seeks 
information from reference groups which seem to be creditable and 
knowledgeable about the topic. Searching for expert reviews or brand 
experiences and comparisons to help with purchase decision is 
informational reference group influence. Utilitarian influence is based on a 
consumer’s desire to conform to social norms and groups. Utilitarian 
influence is strongly influenced by trends and culture. Value-expressive 
influence occurs when a consumer makes purchases that reflect their self-
image or enbetter the image others have of them. This can be related to 
values such as religion or environmental awareness, or to a brand 
personality the consumer feels represents their own. (Ling et al. 2015, 
166.)  
Family 
Family is often seen as one of the most influential reference groups. 
Young children essentially learn how to be consumers by observing their 
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parents, which is known as consumer socialisation (Ling et al. 2015, 170). 
Family units are important buying organizations which also makes them 
especially interesting to marketers. The modern family is a difficult concept 
to define. There is endless variety in family structures from couples to 
large extended families to people who live alone. Because of this it has 
become unrealistic to picture family as the nuclear family unit with a wife, 
husband and children. As family structures change, consumption patterns 
change with them. (Solomon 2010, 477.) From the point of view of 
marketing, it is important to identify the primary decision maker in the 
family unit. Doing this helps target marketing efforts in the right way and to 
determine whether it is necessary to reach all members of the family unit 
or not.  
In some families decision-making is mostly done together but in most 
cases the responsibility falls on a specific family member more often. 
(Kotler & Keller 2009, 195.) The factors which have been found to affect 
the degree to which decisions are made together are: Sex-role 
stereotypes, spousal resources, experience and socio-economic status. 
The dimension of sex-role stereotypes is often present when the purchase 
decision concerns products which are generally considered either 
feminine, such as makeup, or masculine such as household tools. Spousal 
resources refer to a situation where the spouse who contributes a larger 
income to the family often has more influence over decisions. Experience 
of making joint-decision and socio-economic status of the family affects 
how consumption decisions are made within the family. (Solomon et al. 
2010, 432.)  
Social roles & status 
In their day to day life, people belong to many different group such as their 
family, work organization and leisure activity clubs. The same person can 
have very different roles in each group. Within a group, others have certain 
expectations how a person will behave. These expectations form a social 
role. (Kotler & Armstrong 2010, 170.)  In a social setting people also attain 
a certain social status which is connected to each role. Consumers have a 
17 
tendency to make purchase decisions which are in line with their social 
roles and status (Solomon 2009, 532). Buying work clothes which reflect 
management level position in a company, is a good example of consumer 
behavior guided by roles and status. To maintain or to gain a higher social 
status, consumers often buy expensive items which are considered 
desirable and luxurious. These items are called status symbols. Status 
symbol items are a material way of portraying an image of success to 
others. 
2.2.3 Psycological factors 
Internal mental processes have a great influence on the way consumers 
behave in the marketplace. The four psychological factors which according 
to research affect consumer behavior the most are: motivation, perception, 
learning and beliefs and attitudes. 
Motivation 
Every person has biogenic and psychogenic needs. Biogenic needs are 
basic human needs which are essential for survival such as hunger, thirst 
or need for shelter. Psychogenic needs are more related to psychological 
factors such as need for recognition, status, self-esteem or belonging in a 
group. (Solomon 2009, 158.) When a need becomes intense and pressing 
enough, it turns to a motive. Motive is the drive which leads consumers to 
seek satisfaction. The human motivation is the basis for many 
psychological theories, the most recognized of which are Abraham 
Maslow’s hierarchy of needs and Sigmund Freud’s theory on human-
motivation (Kotler & Armstrong 2010, 172). Maslow’s hierarchy of needs is 
presented in Figure 5 below.  
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FIGURE 5. Maslow’s hierarchy of needs (Ling et al. 2015, 251.) 
 
According to Maslow, some human needs are primary to others. The 
hierarchy between different needs is shown in the form of a pyramid, with 
the most important needs at the bottom and least pressing ones at the top. 
As the figure shows, at the bottom of the pyramid are physiological needs 
which include need for: food, water, shelter, oxygen and sleep. The 
second level includes safety needs which can refer to for example safe 
home environment or job security. Social need such as need for belonging 
and love, are placed above security needs. The fourth level includes 
esteem needs, and the fifth level at the very peek self-actualization needs. 
The idea behind the theory is that a person, a consumer, will seek 
satisfaction for their needs in this order. A person who is experiencing a 
pressing physiological need such as hunger, is not interested in satisfying 
the need for belonging to a group while they are hungry. (Ling et al. 2015, 
251.) The hierarchy can take different forms between cultures and 
individuals. It is important to recognize that some consumers or cultures 
might appreciate for example esteem needs higher than belonging needs. 
(Solomon et al. 2010,186.) 
Sigmund Freud’s theory about human-motivation suggest that a significant 
part of all motives are unconscious. Even the consumers themselves 
•Need to realize our fullest potential
Self-
actualization 
needs
•Need for achievement, education, 
competence and respectEsteem needs
•Need for safety and securitySafety needs
•Need for food, 
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Physiological needs
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might not be aware why they are motivated to make certain purchases. 
According to Freud, people supress many urges during their lifetime which 
does not mean that the urges are forgotten. They remain within the 
subconscious mind and guide consumer’s behavior subconsciously. 
Motivational researchers have aimed to develop methods to unveil these 
hidden motives. (Kotler & Armstrong 2010, 173). Understanding the needs 
and motivations of consumers can help marketers choose the appropriate 
rational and emotional appeals to guide their consumption (Ling et al. 
2015, 260). 
Perception 
Consumers constantly select, organize and interpret environmental stimuli, 
which helps them form a meaningful picture of the world. This process is 
called perception (Ling et al. 2015, 326). Perception is what gives sensory 
sensations meaning. Perception is individual and different people often 
perceive the exact same stimuli very differently. This is caused by three 
different phenomena, first of which is selective attention. Consumers are 
surrounded by so much stimuli every day, that it is impossible to process it 
all. Selective attention means that consumers only pay attention to a 
fraction of the stimuli they face. Another thing influencing individual 
perception is selective distortion. Selective distortion refers to people’s 
tendency to interpret information in a way which supports their earlier 
beliefs and knowledge. The third factor is selective retention, which means 
that consumers only remember certain amount of the information they 
process. Because of these three factors, marketers must work hard to gain 
consumers’ attention, to communicate image that compliments their mind-
set and to get their message through in a memorable way. (Kotler & Keller 
2009, 203.)   
Learning 
Learning is an ongoing process, which causes changes in behavior based 
on experience. In addition to own experiences, learning can be based on 
observation of others. (Solomon 2009, 117.) In order for learning to take 
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place, four important elements should be present: motivation to learn, cues 
which trigger learning, response linked to a cue and reinforcement.  
Consumers are motivated to learn if they are presented with information 
that is relevant to their needs and wants. Cues are minor stimuli, such as a 
word-of-mouth recommendation of a product, which can direct consumer’s 
response and drive and therefore affect purchase decisions. Consumers 
use cues to help them with the evaluation process related to purchasing. 
Response refers to the way consumers react to these cues and stimuli. 
Reinforcement happens after the purchase is made. It can be either 
positive or negative. If a consumer is happy with their purchase it leads to 
positive reinforcement which means that they are likely to make the same 
decision again. Reinforcement increases the likelihood that a consumer 
will respond to stimuli and cues in the same way in the future. (Ling et al. 
2015, 365-369.) From a marketing point of view it is beneficial to associate 
brands with strong drive, introduce motivating cues and positive 
reinforcement to increase demand (Kotler & Armstrong 2010, 175). 
Beliefs and attitudes 
Throughout life, people gain beliefs and attitudes which both affect their 
purchase decisions. A belief can be described as a descriptive thought a 
person has about something. Beliefs can be based on knowledge, faith or 
purely on opinion. (Kotler & Armstrong 2010, 176.) Consumers form their 
own beliefs also about products and services. Sometimes these beliefs 
can be negative or false and emotionally charged. Beliefs are open for 
revision and change which makes them especially interesting for 
marketers. 
Unlike beliefs, attitudes always hold an emotional charge. Attitude 
represents how a person feels about situations, ideas, people or brands. 
They arise from personal motives, and can be either positive or negative. 
A consumer who expects to face similar information again in the future is 
likely to start forming an attitude in order to prepare (Solomon et al. 2010, 
275). Attitudes are learned and often based on past experience and 
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observation. Attitudes are often valuable to people because they enable 
them to express who they are and what they believe in. It is important for 
marketers to understand that unlike beliefs, attitudes are extremely difficult 
to change (Ling et al. 2015, 400). Because of this, research suggests that 
it is strategically better to try to fit consumer’s existing attitudes rather than 
try to modify them (Kotler & Armstrong 2010, 175). 
2.2.4 Cultural factors 
Culture is the collection of shared meanings, rituals, norms and traditions 
among a group of people. Culture determines values, ethics and the 
knowledge individuals acquire as members of a society (Ling et al. 2015, 
64). In a way, culture creates a prism through which consumers see the 
world including products and services. Because of this, culture is the 
single most important factor that affects consumer behavior. All the other 
factors mentioned earlier in the thesis work are strongly influenced by 
culture. To truly understand consumption choices, it is important to take 
into account the cultural context in which they are made. (Solomon et al 
2010, 506.) Cultural factors which affect consumer behavior can be 
divided into: culture, subculture and social class. 
Culture 
A significant part of human-behavior is learned. Important elements of 
culture such as social habits, values, perception and preferences are 
learned from the people around us. Because of this, culture can be seen 
as the basic cause of a consumer’s needs and wants. Purchase behavior 
and buying patterns can drastically vary between different societies, and it 
all comes down to culture. (Kotler & Armstrong 2010, 161.) Goods are 
often used to determine for example social status, relationships, life events 
or different moods. Culture determines expectations and priorities 
consumers attach to different products and activities. This is why products 
that manage to fit the priorities of the targeted culture have much better 
chance of success. Day to day habits, norms and for example the concept 
of family or time can be very different between cultures. Recognizing 
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cultural features is the key to building an effective marketing strategy. It is 
also important to be aware of cultural shifts and trends which can change 
and create new demand. (Solomon et al. 2010, 506.) 
Subcultures 
Within one culture there can be numerous subcultures. A subculture is a 
group of people who share similar experiences and belief which set them 
apart from others (Kotler & Armstrong 2010,163). All consumers belong to 
many different subcultures depending on for example their ethnicity, 
lifestyle, religion, age, sex and the place they live. In addition to these 
demographically defined subcultures there are micro cultures which 
represent significantly smaller groups of people. A common example of 
micro culture is leisure activity groups such as automotive enthusiasts. 
Micro cultures are groups to which the members can freely choose to be 
associated, and they often play a role in building a person’s self-concept. 
(Solomon et al. 2010, 544.) Culture itself is such a wide concept that it is 
often easier for marketers to target their efforts to subcultural groups 
instead. 
Social class 
A social class structure of some form still exists in nearly all societies. It 
can be defined as the division of individuals and families who share similar 
lifestyle, status, economic position and education (Ling et al. 2015, 121). 
Social class is determined by a combination of the following factors: 
income, education, occupation and wealth. The structure varies between 
different countries and cultures but the basic idea is that individuals belong 
to: lower class, working class, middle class or upper class. In all other 
categories than working class, there is further division to lower- and upper- 
segments. Depending on the culture and the strictness of the social class 
structure, it is possible to move up or down a class by for example 
changing occupation or gaining higher education. 
Social class affects consumer behavior because members of the same 
class often have similar preferences, needs and purchase power. People 
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who belong to a certain social class share similar worldviews and therefore 
a tendency to pay attention to same features in products and services. It is 
common that the lower- and working class focus on more immediate 
needs than the higher-class. Marketers should be aware of the social class 
structure in order to position products efficiently. (Solomon et al. 2010, 
470.)  Today, in many societies around the world it is not a simple task to 
differentiate social classes. In many cultures the structure has faded 
throughout history and the difference between classes has become more 
vague.  
2.3 Purchase decision-making process 
It is important to understand that the buying process begins a long time 
before the actual purchase transaction occurs. A five-stage model of 
purchase decision-making has been developed to describe the linear 
process consumers go through with almost all day-to-day purchases. The 
five stages of the process are: need recognition, information search, 
evaluation of alternatives, purchase decision and post purchase behavior. 
In routine purchases consumers can skip some of the stages and move 
directly from need recognition to purchase decision. (Ling et al. 2015, 27.) 
Buyer behavior can be very different when it comes to different product 
categories and circumstances, which means that the five-stage model is 
not applicable to all situations (Kotler & Keller 2009, 208). The model 
presents a linear process which views consumers as rational decision 
makers. Marketers should be aware of the process in order to recognize 
the opportunities they have to influence it. 
The purchase decision-making model is presented in Figure 6 below. 
FIGURE 6. Purchase decision-making model (Ling et al. 2015, 27) 
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The decision-making process begins when a consumer first recognizes a 
need. Need recognition happens when a consumer sees a clear difference 
between their current state of being and an ideal, desired state. 
Consumers function as problem solvers who aim to satisfy the need by 
any means available. Needs can be evoked by either internal stimuli, such 
as hunger, or external stimuli like an advertisement of an appealing 
product. This is the stage where marketers often intervene the process by 
externally creating needs and with that a higher demand for their offerings. 
(Solomon 2010, 320.) 
After the need has been recognized consumer begins to gather 
information. Depending on the urgency and intensity of the need, the 
consumer might not actively search information before making the 
purchase. Internal information which has been gained previously through 
experience and observation is used as a reference. However, it is common 
that consumers will search additional information from various sources to 
help them satisfy the need in the most efficient and suitable way. 
Purchases which are new, unfamiliar or especially expensive often place 
emphasis on the pre-purchase information search. (Kotler & Armstrong 
2010, 178.) Consumers who enjoy shopping might search information 
even before need recognition in order to keep up with the marketplace. 
This is called on-going search (Solomon 2010, 320). 
The next stage of the process is the evaluation of alternatives. The 
evaluation process is very individual, and it can drastically differ depending 
on the product and the situation. As presented in the previous chapter, a 
variety of internal things affect consumers perspective and therefore the 
evaluation of product’s attributes. Because of this, it is difficult for 
marketers to develop strategies to directly affect the evaluation process. 
Brands should focus on offering the most value to customers in order to be 
evaluated highly during this process. (Kotler & Armstrong 2010, 178.) 
As a result of the evaluation of alternatives, a consumer decides to buy the 
preferred product - or none at all. Unexpected situational factors such as 
price changes and attitudes of other people might further modify the 
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purchase intentions even after the evaluation stage. Purchase decision is 
often seen as the focus point of the entire process, but marketing efforts 
should not stop there. (Kotler & Keller 2009, 209.) 
The final stage of the process is post purchase behavior, which reflects the 
level of satisfaction a consumer experiences after the purchase is made. 
Consumer satisfaction is reached when expectation and the perceived 
performance of the product are at the same level. If the performance 
exceeds expectations, consumer delight is achieved. Satisfied and 
delighted customers have a tendency to repurchase and pay less attention 
to competitors as a consequence. If the difference between expectations 
and performance is great, a consumer is dissatisfied or disappointed and 
might spread negative word of mouth about the brand. At times consumers 
might not know beforehand what to expect when they make a purchase. 
When a consumer feels neither disappointed nor delighted with their 
purchase, the reaction falls in the category known as The zone of 
tolerance. The Zone of tolerance becomes more narrow when the 
purchase is important or meaningful for the consumer. (Ling et al. 2015, 
452.) Nearly all purchases generate some degree of cognitive dissonance 
also known as “buyer’s remorse”. Even with satisfactory purchases, 
consumers often feel post-purchase anxiety about whether they made the 
right choice. Cognitive dissonance is especially common when the stages 
of information search and evaluation of alternatives have been neglected. 
Purchases which are important to the consumer, expensive and 
irreversible generate the highest levels of cognitive dissonance. (Sweeney, 
Hausknecht & Soutar 2000, 374.) 
2.4 Country of origin as a product signal 
During the stages of the decision making process where consumer seeks 
information and evaluates alternatives, country of origin matters. As a 
consequence of globalization, modern consumers have options to buy 
products made in a wide variety different countries. Country of origin is 
often associated with quality in many product categories. Products 
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manufactured in industrial countries are generally rated to be higher 
quality than those manufactured in developing countries. Specific items 
can have strong associations to certain countries for example cars with 
Germany and champagne with France. Producers aim to benefit from 
these mental links as much as possible and protect certain product names 
to maintain the authenticity of their products. On the other hand, country of 
origin can also function as a negative stereotype. Often goods such as 
apparel produced in China, have a bad reputation for being poor quality. 
(Solomon et al. 2010, 344.) 
People often have a natural tendency to favor domestic products over 
products imported from overseas. Preferring products of one’s own culture 
over foreign substitutes is called ethnocentrism. Ethnocentric consumers 
appreciate domestic quality and therefore country of origin plays a 
significant role in their purchase decisions. A common reason for 
ethnocentric consumption is that consumers want to support their local 
economy and maintain the level of employment within their own country. 
Buying foreign products can be seen as harmful because it directs 
demand and cash flow abroad instead of domestic companies and 
workforce. (Ling et al. 2015, 298.) Targeting ethnocentric consumers has 
become a visible trend in marketing in Finland, which is the central topic of 
the thesis. In the following chapter an overview of the Finnish market, the 
Finnish consumer base and ethnocentric marketing approaches in Finland 
are introduced. 
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3 DOMESTIC PRODUCTS IN THE FINNISH MARKET 
The core focus of the research questions is on the purchase behavior of 
Finnish consumers and their attitude towards domestically produced 
Finnish products. This chapter will give an overview of the Finnish 
consumer base and previous research conducted on the subject of 
ethnocentric consumption in Finland. Characteristics of the Finnish market, 
competitiveness and production will also be introduced. This is followed by 
an examination of the most visible and relevant marketing strategies 
currently promoting domestic products and ethnocentric consumption. The 
aim of this chapter is to familiarize the reader with the Finnish market and 
the level of ethnocentric atmosphere among consumers before moving on 
to the empirical part of the thesis. 
3.1 Finnish consumers 
According to statistics, by the end of the year 2015 there were 2.6 million 
households in total in Finland. The largest group of the total, 48% 
accounted for single person households. The second largest group was 
households of two, which left households of three or more people to a 
number lower than 300 000. (Findikaattori 2016a.) Households are the 
most important buying organizations in the society which means that in the 
Finnish society, households of one and two people are in a key position 
(Solomon 2010, 477). Households of two often have more disposable 
income than families with children and people living alone. According to 
statistics, households of entrepreneurs and employed people have above 
average rate of income among all Finnish households. Groups such as 
pensioners, students and the unemployed are below the average income 
rate. The age structure in Finland is unbalanced. The largest group of 
consumers are middle aged and currently every fifth Finnish person is 
above the age of 65 (Findikaattori 2016b.) The age structure has a 
profound effect on the Finnish economy because as the largest groups 
retire, the balance of workforce is shifted. These statistics are important 
28 
because demographic factors such as age, life-cycle stage, income and 
family have great influence on needs, preferences and purchase behavior. 
According to previous research, a pattern of ethnocentrically oriented 
consumption appears to exists among Finnish consumers. A campaign 
research of the topic was conducted in 2016 by the Association for Finnish 
Work. The research aimed to find out how easy it is for consumer to 
recognize Finnish products, and if the origin information initiates the 
decision to buy. Another goal of the research was to gain information 
about consumer’s perception of locality and their appreciation for local 
food producers. Over 2000 respondents took part in the research by 
answering an online questionnaire. The research conducted by the 
Association for Finnish Work indicates that Finnish consumers do have a 
tendency to favor domestic products. The main focus of the research was 
on the influence of product marks such as the Key Flag (Figure 7), which 
can be awarded to products which are at least 50% of Finnish origin. More 
than 80% of the respondents felt that the Key Flag increases their 
motivation to purchase. The respondents for the campaign research 
survey were selected from an existing online panel. The age of the 
respondents varied between 18 and 79 years and the majority of 
respondents were between the age of 36-65. The campaign report did not 
present any comparisons between the participant demographics. 
(Association of Finnish Work 2016.) Because the research focused more 
on the influence of packaging markings and was conducted by the same 
organization that initially promotes the Key Flag, further research on the 
subject is necessary. The campaign research did not specify if consumers 
know the actual meanings of the packaging markings. 
 
FIGURE 7. The Key Flag (Association for Finnish Work 2016) 
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3.2 Finnish production 
On a global scale Finland is undeniably a small market. Remote location, 
cold climate, high taxation, limited natural resources and relatively low 
population set limits to Finland’s competitiveness. Finland is globally 
known for a high level of education, advanced technology, innovation and 
developed infrastructure which all amount to a wealthy economy (Good 
News from Finland 2014; OECD 2014). According to the Confederation of 
Finnish Industries (CFI 2016), in the recent years the level of 
competitiveness and economic growth has decreased especially in the 
industrial sector because of rising costs. The production structure has also 
changed. Demand for traditional Finnish industrial and forestry products 
has dropped and the service sector has experienced constant growth. (CFI 
2016.) The service sector currently accounts for the largest part of the 
Finnish economy but industries such as metal production, forestry and 
technology still remain in a key position. With globalization and European 
Union membership Finland has become more dependent on foreign trade. 
From the year 2011 Finland’s imports have surpassed exports and the 
balance of current accounts has been at a slight deficit ever since (CFI 
2016). Because Finland itself is not a wide market area, many large 
Finnish companies are expanding and outsourcing their operations abroad 
to achieve growth. 
As stated before, Finland is widely recognized for its effective education 
system and the skilled workforce it creates. Because of this, the reputation 
of Finnish-made products is generally very positive (Invest in Finland 
2012; OECD 2014). Consumers often associate products manufactured in 
Finland with high quality, trustworthiness and advanced know-how (Aalto 
University 2016). This common perception and good image is also taken 
into account in marketing. Even though the good reputation is entitled, and 
Finnish products often do meet quality expectations – it is not always the 
case. To achieve the positive association with Finnish quality many 
products are portrayed as being domestic even if they are not. Building a 
brand personality which represents Finnish values and quality is appealing 
to many customers especially within the domestic market. 
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Finnish consumers often feel that Finnish products are produced in a more 
ethical and transparent way than their foreign substitutes. According to 
Vallinkoski in Helsingin Sanomat (2016), recognizing products which are 
actually manufactured in Finland has become a difficult task. Food 
products are obligated by law to inform the country of origin in the 
packaging but the regulations are not as strict with other product 
categories. The Key Flag symbol, which is widely used and well 
recognized by Finnish consumers, does not necessarily guarantee Finnish 
origin. The Key Flag can be awarded for a product which is for example 
designed in Finland, but produced entirely abroad. (Vallinkoski 2016.) The 
unclear use of the Key Flag and other even less regulated labels which 
indicate Finnish origin, is a good example of the current trend of image 
marketing of domestic origin. In the following chapter some of the most 
common strategies which are used to promote Finnish origin and to 
reinforce the positive image are presented. 
3.3 Marketing Finnish origin 
The marketing approaches to promoting Finnish origin vary between 
different products, but the key message in nearly all commercials is about 
supporting local work and the economy. In few recent years increasing 
amounts of Finnish companies have moved production abroad. According 
to Vallinkoski in Helsingin Sanomat, 30% of Finnish companies have taken 
operations abroad during the last five years, and only 13% have returned 
to Finland (Vallinkoski 2016). Because workforce is expensive and 
taxation is high in Finland, it is clear why going abroad is a trend for 
Finnish companies. This phenomenon presents a problem for the Finnish 
economy because it takes jobs and cash flow abroad with the production 
lines. According to the campaign research conducted by the Association 
for Finnish Work, supporting local work and employment was the most 
important reason to buy local products (Association for Finnish Work 
2016). Finland’s economy has failed to grow in the recent years and 
unemployment is a growing issue. This marketing approach appeals to the 
rational thinking of Finnish consumers and also their emotional and 
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nationalistic sides. The campaigns about supporting Finnish work are 
effective because most consumers want to - or even feel the obligation to 
their own nation and economy to succeed. Directing cash flow towards 
Finnish products and services does drive economic growth and can create 
jobs in the long run. The Association of Finnish Work exists to promote this 
agenda and it is also visible in many company advertisement campaigns. 
For example, the SINI cleaning products company has based their entire 
2016 campaign on supporting Finnish work. The television advert for SINI 
shows two consumers discussing how purchasing SINI products helps to 
create and maintain jobs in Finland which is a good thing to do. This is 
only one example of multiple adverts incorporating the slogan of 
supporting Finnish work. The SINI campaign has aroused some 
controversy because in reality not all, but only 70-80% of their products 
are manufactured in Finland. (Solla & Hekkala 2016.) This campaign is a 
good example of the fact that marketing domestic origin can often be more 
about creating an image than communicating the facts about domesticity. 
Another common reason to purchase domestic products is the perception 
of good quality (Association for Finnish Work 2016). The high level of 
education and innovation has created a qualified workforce and good 
opportunities for innovation in Finland. Finnish products are often more 
expensive than foreign substitutes because of the high cost of production. 
Even when more affordable substitutes are available, many Finnish 
consumers still choose domestic products because they expect higher 
quality. Especially in Finnish food products marketers often highlight the 
natural, pure and local origin. The supply chain of food produced nearby is 
much more transparent to consumers than the supply cahin of most 
imported products. Food production in Finland is perceived and marketed 
as more organic and ethical than for example foreign meat products 
(Association for Finnish Work 2016). The strategy of many large food 
production companies in Finland, such as Atria and Kariniemi, include 
branding of “family farms” as producers. Atria has launched a campaign 
where the company labels each package of meat with a family farm label, 
where consumers can see the precise location the product originates from. 
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(Atria Suomi 2016). This is one way of differentiating Finnish meat 
producers as more organic and ethical in comparison with foreign factory 
farms. This example also ties in with the fact that Finnish consumers want 
to support their local entrepreneurs and small producers such as the family 
farms. Shorter transportation distances of locally produced food also lead 
to less preservatives and smaller carbon footprint. As consumers have 
become more environmentally aware, this is also a good selling point of 
locally produced products. (Ruokatieto yhdistys 2016.) In some cases 
however, it is not rational to produce certain items in Finland because of 
the cold climate and lack of available resources. For example, growing 
certain vegetables demands much more resources like electricity and 
water than importing substitutes from abroad. 
These are some of the most common reasons to buy Finnish products. All 
of these points are visible in current promotion campaigns of Finnish 
products and services. Promoting domestic origin goes beyond different 
product categories and all ethnocentric consumption is marketed as 
beneficial for the Finnish society. Marketing strategies are developed to 
reflect the mind-set of targeted consumers. Because of this, it is safe to 
assume that domestic origin presents some value for Finnish consumers. 
The campaign research conducted by the Association for Finnish Work 
(2016) gives indication that a pattern of ethnocentric consumption exists. 
To gain primary information and a different viewpoint on the subject, the 
empirical research will follow. In the next part of the thesis work a survey 
research will be conducted to find out if the Finnish origin of a product has 
an influence on the purchase decision of Finnish consumers. 
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4 EMPIRICAL RESEARCH AND DATA ANALYSIS 
This chapter will present the empirical part of the thesis work. Firstly, the 
chosen research methodology and research methods are introduced. The 
main data collection method for primary data is an online survey, the 
design of which is analysed before the actual data collection. The process 
of data collection is then described in detail and the data collected from 
the results are presented and carefully analysed.  
4.1 Research methods 
The theoretical framework on consumer behavior for the thesis is based 
on previous theories developed by renowned experts of the field. As a 
phenomenon, consumer behavior is widely researched and multiple 
scientific theories about the main factors influencing it exist. The main goal 
of the thesis work is to find out if domestic origin of a product influences 
the purchase decision of Finnish consumers. This requires going beyond 
the general theories and conducting empirical research directly of the 
Finnish consumers. In order to form a general understanding of the 
purchase behavior of the average Finnish consumer, a large number of 
responses is needed to collect reliable data. To answer all of the research 
questions, it is important to gain data which enables making comparison 
between demographics. Because of this, the chosen research approach is 
quantitative. (Davies 2007.)  
The data collection is implemented as a survey research. Survey research 
is the most common form of quantitative research. Other forms of 
quantitative research are experimental- and observation research. 
Conducting a survey is an effective way of gaining information which can 
help form a description of a certain population and give values which can 
be compared and presented in a graphical format. With the resources 
available for the thesis it is not possible to conduct a census survey which 
would give accurate results of the entire population of Finland. (Saunders, 
Lewis & Thornhill. 2012, 423.) The results will be based on a smaller, 
simple random sample of respondents who are willing to participate in the 
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online survey. The ideal sampling would include respondents from all age 
categories represented in the survey form. The survey will be distributed 
online which can potentially have a restrictive effect on the sampling 
especially regarding elder respondents. (Fowler 2009, 5.) A successful 
survey research is planned well and places focus on three important 
factors: sampling, question design and data collection.  
4.2 Design of the questionnaire 
A well-structured survey consists of questions which are formatted in 
understandable and measurable ways. The questions should be designed 
to give answers which are easily relatable to what the researcher aims to 
find out. The wording should be clear in order to avoid misunderstandings 
and gain valid answers that reflect the intended questions. Especially in 
self-administered surveys, such as the online survey for the thesis, proper 
wording is the key for reliable answers. If the survey includes unusual 
words or terms they should always be clearly defined. To get reliable and 
honest answers, the questions should be understandable for all 
respondents and the tone kept as neutral as possible. (Fowler 2009, 88.) 
Survey questions can be divided into two main categories: closed 
questions and open questions. Closed questions offer the respondent a 
list of acceptable answer alternatives to choose from. Open questions give 
the respondents the opportunity to answer by using their own words. Both 
of these styles offer different benefits for the conducted research. Open 
questions can provide answers which are unexpected and often give a 
deeper understanding of the respondent’s thoughts. Closed questions on 
the other hand, can help respondents give more reliable and useful data. 
Especially with large samplings, closed questions provide data which is 
often easier to organize and analyse in a reliable way. Respondents might 
feel restricted with surveys that only include closed questions, but open 
questions can generate answers which differ from each other too much to 
be useful for the research. (Fowler 2009, 100.) Essentially all questions 
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can be formatted to be either open or closed. The choice of question type 
determines what kind of data the survey results will provide.  
The main goal of the thesis survey was to collect enough valid data to 
answer the main research question of the thesis: Does the domestic origin 
of a product affect the purchase decision on a Finnish consumer? The 
survey work consisted of in total ten multiple-choice, closed questions. The 
full survey can be found at the end of this thesis, Appendix 1. In the 
beginning of the survey there was a brief introduction, to inform the 
respondents about the purpose of the survey. All answers were held 
anonymous which can increase reliability of the answers (Saunders et.al. 
2012, 231). After the introduction the survey began with a set of 
background questions which helped collect nominal data about the 
respondents. The background questions (Questions 1-4) were about the 
respondent’s age, gender, household size and current life situation. Data 
collected from these questions help categorize the respondents for the 
data analysis phase, and answer one of the main research questions of 
the thesis: What kind of consumers is the domestic origin important to? 
The rest of the survey questions (Question 5-10) focused on collecting 
ordinal data about the respondent’s attitudes and purchase behavior 
regarding Finnish products. The scale of given answer alternatives varied 
between questions. The answer alternatives were given on scales which 
reflected the intensity of the responses. For example, in question six the 
respondents were asked to evaluate how much price influences their 
purchase decisions. In other questions (Questions 5, 8 and 10) the 
respondents were asked to choose two most important factors from a set 
of alternatives. This type of questions helped determine and rank the 
factors which are generally considered as of higher importance than 
others. An example of this question type is the final survey question 
(Question 10) which focused on why consumers want to favor domestic 
products. The respondents were asked to choose two alternatives from a 
list of possible reasons for supporting Finnish products. This question was 
designed to collect data to answer the last of the three research questions: 
why is domestic origin important?  
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4.3 Data collection 
Primary information was collected directly from Finnish consumers with an 
online survey. The questionnaire for the survey consisted of ten closed 
questions in total. The survey was formatted and distributed via online 
survey platform Webropol. The goal was to keep the survey compact in 
order to make answering effortless for respondents. The survey was 
distributed in social media to reach a large audience and to minimize the 
time spent for data collection. The chosen platform was Facebook 
because the user base consists of a wide variety of different ages. Before 
publishing the survey link and starting the actual data collection process, 
the survey was tested by five respondents. The testing phase proved that 
all the questions and answer alternatives were worded properly, and the 
survey was easy to answer. After testing, an open link for the survey was 
published on the author’s personal Facebook page. In addition to this, 
three people from the age category of 46-55 year-olds shared the survey 
on their personal profiles. Two people, in addition to the author, from the 
age category of 18-25 also shared the survey.  
The survey was public and the additional shares helped it reach more 
respondents and different demographics. The data was collected within a 
time frame of one week. The survey was held open to respondents from 
Monday the 31th October to Sunday the 6th November. Because the 
target group for the research was Finnish consumers, the language of the 
survey was therefore Finnish. A translated version of the original survey 
can be found at the end of the thesis, Appendix 1. The translation process 
was done carefully in order to maintain the validity and intended meaning 
of the questions and answers. 
The author’s preliminary hypothesis for the survey was that the results 
would indicate that domestic origin is seen as an important attribute of a 
product. This is based on earlier research and personal observation. 
Another expectation was that the age division might produce results which 
show differences between age groups. Young consumers and especially 
students will more likely not rate the domestic origin as highly as the 
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employed and older respondents. The reason behind this hypothesis was 
the assumption that students often have much less disposable income and 
Finnish products tend to be more expensive than some foreign substitutes. 
The accuracy of the hypothesis will be evaluated after the data analysis 
phase. 
4.4 Data analyses 
In this chapter, the results of the survey are presented and analysed. In 
order to provide a clear understanding of the division of different answer 
alternatives, each question is presented graphically. After the results are 
presented and analysed, comparisons between different respondent 
groups is made, and the accuracy of the presented hypothesis is 
evaluated. 
4.4.1 Background  
The survey data was collected within one week and the total amount of 
received responses for all questions was 219. For the purposes of this 
thesis 219 responses are enough to make valid conclusions. The survey 
questions, one to four, were designed to collect background information 
about the respondents. This information will help to build an understanding 
of who has responded to the survey. The background questions will also 
help to categorize the respondents to groups for comparison later on. 
Questions, five to ten, were designed to gain information about the 
respondent’s attitudes and purchase behavior regarding domestic 
products. The goal is to answer the research questions based on the data 
collected from the survey. 
The first question of the survey was about the gender of the respondents. 
The results of the first question are presented in Figure 8 below. 
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FIGURE 8. Survey question 1 results 
As the figure shows, the vast majority of the respondents were female. 
This might be due to the fact that the author and most of the people who 
shared the survey on social media, are female. Because only 40 of the 
219 respondents were men, the results of this survey are more likely to 
reflect the purchase behavior of females. 
The second survey question was about the age of the respondents. There 
were six different age categories provided in the answer alternatives. This 
question is important because it helps categorize respondents into age 
groups, which can be compared later to find out if there are differences 
between them. The results of Question 2 are presented in Figure 9 below. 
 
FIGURE 9. Survey question 2 results 
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Data was successfully collected and several responses from all given age 
categories were received. The majority of the respondents represent either 
the age category of 18-25 year-olds, with 38%, or 46-55 year-olds, with 
29% of all respondents. The other four age categories had significantly 
lower response rates.  
Question number three asked the respondents to select an alternative to 
describe their current life situation. In addition to demographic 
categorization, this question gives information which can reflect lifestyle 
and level of income of the respondents. The results of Question three are 
presented in Figure 10 below. 
 
 
FIGURE 10. Survey question 3 results 
 
As the figure shows, the majority of the respondents, 56%, are currently 
employed. The second largest group, with 32%, are students and the rest 
are either unemployed or pensioners. This division gives a good 
opportunity to compare the answers of students and the employed. As 
stated in the theoretical part, these groups are likely to have different 
lifestyles. Students are often younger and have less disposable income 
than employed people. A common question in surveys is to directly ask the 
level of annual or monthly income. This question was not included in the 
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Unemployed
6 %
Student
32 %
Pensioner
6 %
3. What is your current life situation?
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survey, because it can be difficult to estimate and feel too personal to 
answer truthfully. As stated earlier, employed people in Finland often have 
above average levels of income - and the other groups below average 
(Findikaattori 2016c).  
The fourth question is the last one of the background information 
questions. People living alone, couples and larger families can have very 
different purchase behavior patterns. Because of this, question four 
focused on finding out what sized households the survey respondents live 
in. The results of survey question four are presented in Figure 11 below. 
 
 
FIGURE 11. Survey question 4 results 
 
The majority of the respondents, 51%, live in a household of two people. 
The second largest group was single person households with 25%. This 
division is a good reflection of the statistics presented earlier about the 
structure of Finnish households in general. Households of one and two 
people are the most common in Finland throughout the entire population 
(Findikaattori 2016a). The rest of the responses came from households of 
three or more people. This indicates that the results of this survey are 
1 person
25 %
2 poeple
51 %
3 people
9 %
4 people
10 %
5 or more
5 %
4. How many people live in your household?
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more valid regarding single and two people households than larger 
families. 
4.4.2 Purchase behavior 
The rest of the survey questions were designed to find out what kind of 
attitudes and purchase behavioral patterns Finnish consumers have 
regarding domestic products. The fifth survey question asked the 
respondents to choose two alternatives from a list of product attributes, 
which they see as the most important and influential to daily purchase 
decisions. The results of survey question five are presented in Figure 12 
below. 
 
 
FIGURE 12. Survey question 5 results 
 
Two of the listed attributes clearly stood out as the most important and 
influential to purchase decisions: price and quality. These are very rational 
and expected responses. The noteworthy thing about this figure is that 
only 9% of the respondents chose country of origin as one of their two 
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preferred alternatives. Price was rated as the most important attribute, 
even more so than quality. The results of this question alone would 
indicate that in general, country of origin is not among the most important 
product qualities which guide consumption. The vast majority of the 
respondents are most interested in price and quality when they make 
purchase decisions. The next question took a closer look at the 
importance of price. It is important to find out just how much price can 
affect purchase decisions. The results of question six are presented in 
Figure 13 below. 
 
 
FIGURE 13. Survey question 6 results 
 
The results show that price has a strong influence on the respondent’s 
purchase behavior. Only 2% answered that price does not affect their 
purchase decisions. The biggest group of respondents, 42%, felt that price 
affects their purchases to some extent, and 38% that it affects all of their 
purchases. This question is relevant to the study because as stated 
earlier, Finnish products are often more expensive than foreign 
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6. How much does price usually affect your purchase 
decisions?
Affects all purchase decisions
Affects only expensive purchases
Affects to some extent
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competitors (Kärki 2014). In situations where consumers decide not to 
favor Finnish products, price is very likely a reason.  
The next question of the survey asked the respondents to evaluate their 
own purchase behavior in regards to how often they favor Finnish 
products. This question was designed to find out the level of conscious 
ethnocentric consumption decisions the respondents make on a daily 
basis. The results of question seven are presented in Figure 14 below. 
 
 
FIGURE 14. Survey question 7 results 
 
As the figure shows, a pattern of ethnocentric consumption does exist 
among the respondents. Only 4% of 219 people answered that they do not 
favor Finnish products at all. The results of question seven indicate that 
the majority of consumers consciously purchase Finnish products over 
foreign substitutes. Based on these results it is fair to assume that Finnish 
consumers do appreciate domestic origin of products. The division of 
answers shows that the vast majority of respondents favor Finnish 
products either often - or always when possible. 
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Because the range of domestic products in Finland is wide, it should not 
be assumed that the same answers apply to all product categories. The 
next question focuses of finding out what are the product categories in 
which consumers see the domestic origin most important in. To measure 
this, the respondents were asked to choose two alternatives from a list of 
different product categories. The results of question eight are presented in 
Figure 15 below. 
 
 
FIGURE 15. Survey question 8 results 
 
Each respondent chose two alternatives and as the figure shows, nearly 
all prioritized domestic origin in food products. Services was rated the 
second most important category. All the other product categories also 
gained some support, but the percentages were significantly lower. The 
industry of manufacturing home appliances has left Finland almost 
entirely, yet two percent of the respondents chose the alternative of home 
appliances.  
The results indicate that Finnish consumers prefer to especially favor 
Finnish food products and services. It can however be difficult to recognize 
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products which are produced in Finland. As stated earlier, many products 
which consumers perceive as Finnish are not necessarily entirely 
domestic. (Vallinkoski 2016). For instance, the Key Flag symbol can be 
awarded to products which are at least 50% of Finnish content 
(Association for Finnish Work 2016). This can be confusing, as many 
consumers are not aware of the regulations of such symbols. In regards to 
this, the intention of question nine was to find out what Finnish consumers 
use as source to confirm the domestic origin. The results of question nine 
are presented in Figure 16 below. 
 
 
FIGURE 16. Survey question 9 results 
 
Based on the results it is clear that half of the respondents trust the 
packaging marks such as the Key Flag as their primary source of 
information about domestic origin. The second most popular answer was 
to check the packaging label which is the most reliable source of 
information in this case. A small segment of 5% of the respondents trust 
the image they already have of the product. The image can be influenced 
by for example past experiences or marketing. Six percent of the 
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respondents trust their own intuition and perception of the product, and 4% 
do not check the origin at all. Based on the results, it is clear that 
portraying an image of Finnish origin is very important. All other answer 
alternatives than checking the packaging label or doing an internet search, 
are more or less connected to the image of the product rather than facts. 
Further research on how aware the consumers are of the actual meanings 
of the marks would be valuable. The majority of the respondents chose the 
Key Flag, which despite being regulated, is not always the most reliable 
source of information.  
The final question of the survey asked the respondents to choose two 
alternatives which best reflect their thoughts on why it is important to favor 
Finnish products. The results of question ten are presented in Figure 17 
below. 
 
 
FIGURE 17. Survey question 10 results 
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The results of question ten indicate that the respondents agree with 
multiple reasons for favoring Finnish products. As the figure shows, the 
most common motive was that respondents want to support Finnish work 
with their consumption. The second most popular answer was that the 
respondents trust Finnish quality. Many of the respondents also chose 
supporting local economy and being environmentally friendly as reasons to 
favor Finnish products. The transparency of supply-chains also gained 
some support but was not rated as important as the other alternatives. 
According to the results, only one percent of the respondents chose the 
alternative of not favoring Finnish products at all.  
The overall results of the survey indicate that the respondents do 
appreciate Finnish origin of products. For the majority of the respondents 
however, it is not the most important thing. When the respondents were 
asked about purchase decisions on a general level, only very few included 
domestic origin in their two most important product attributes. Once the 
questions moved more directly towards evaluating the importance of 
Finnish origin, the level of importance increased with the answers. The 
vast majority of the respondents reported to consciously favoring Finnish 
products either often, or always when possible. The respondents 
appreciate Finnish origin especially in food products and services. They 
also agreed with multiple reasons why it is important to favor domestic 
products. 
All in all, the results show that even though it is not the most important 
factor affecting purchase decisions, Finnish origin does matter to Finnish 
consumers. Only one percent of the people who participated in the 
research did not see any benefit in favoring domestic products. These 
results show that in general Finnish consumers think that domestic origin 
is important and consciously tend to favor Finnish products. According to 
survey question nine however, (Figure 16), half of the respondents chose 
packaging markings such as the Key Flag as their primary source of 
information about domestic origin. As stated earlier, the Key Flag only 
guarantees that a product is at least 50% of Finnish origin (Association for 
Finnish Work 2016). This result indicates that a product does not have to 
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be entirely Finnish in order for consumers to perceive it to be so. To make 
further conclusions, more research on consumers’ knowledge about the 
markings is necessary. Depending on the level of awareness, the results 
suggest that building an image that is perceived as Finnish can be as 
effective as ensuring domestic production. In the next chapter the survey 
results of different respondent groups will be analysed in more detail. 
4.4.3 Comparison of respondent groups 
In this chapter the answers of different respondent groups will be 
compared. The two chosen criteria for comparison are age and life 
situation. As stated earlier, attitudes and product preferences are often 
age-related (Solomon 2009, 574.) The age-categories which generated 
the most responses for the survey were 18-25 year-olds and 46-55 year-
olds. These age categories are relevant for comparison because there is a 
sufficient amount of data from both groups and there is a significant gap 
between the ages. For the purpose of clarity, the chosen age categories 
will be referred to as Group A (18-25) and Group B (46-55). The division of 
respondents is presented in Table 1 below. 
 
TABLE 1. Grouping of the age categories 
Group Age category Number of 
responses 
A 18-25 83 
B 46-55 63 
 
 
Categorization according to life situation can reflect the respondents’ 
lifestyle and economic situation. The largest respondent groups in terms of 
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life-situation were students and the employed. Data collected from the 
survey shows a strong correlation between life situation and age in these 
two categories. The vast majority of age Group A were students, and age 
Group B consisted of employed respondents. Because of this, the most 
relevant comparison for the research is between the chosen age Groups A 
and B. If a comparison between students and the employed would be 
introduced separately, the results would be extremely similar to the age 
comparison. The only noteworthy difference between divisions according 
to age and life situation is that approximately one fourth of respondents in 
age Group A were employed instead of students. 
It is very likely that the respondents who belong to different age groups are 
in different life cycle stages and have different preferences and consumer 
values (Ling et al. 2015, 85). In question five (Figure 12), which was about 
the most important product attributes, some differences between groups 
can be detected. According to the results, both respondent groups agreed 
that price and quality influence their purchases the most. Price however, 
was significantly more important for Group A respondents. Group A chose 
price as by far the most important factor to influence purchase decisions. 
Group B respondents found quality to be slightly more important than 
price. Another difference was that according to the results, 
recommendation and image of the product were significantly more 
important for Group A than for Group B.  
In survey question six (Figure 13) there were no significant differences 
between the answers of the respondent groups. The percentage of 
respondents who felt that price influences all their purchases was slightly 
higher among Group A than Group B. Question seven (Figure 14) shows a 
clear difference between the two age groups. The most popular answer 
among Group A, with 44% of respondents, was that they favor Finnish 
products only from time to time. In Group B 39% of respondents answered 
that they favor Finnish products always when possible. In other answer 
alternatives the division between the groups was also similar. Both groups 
chose answers which indicate ethnocentric consumption patterns, but the 
intensity of the answers was much higher in Group B. All of the results of 
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question seven indicated that Group B systematically favored Finnish 
products more than Group A.  
In question eight (Figure 15) Groups A and B agreed that domestic origin 
is most important in food products and services. There were only very 
minimal differences in the division of answers regarding the other answer 
alternative product categories. Group A rated domestic origin to be more 
important in cosmetics and Group B in clothing. The response patterns 
were also very similar with question nine (Figure 16). The question was 
about recognition of domestic products, and in both Groups A and B 
approximately half chose packaging markings such as the Key Flag as the 
preferred source of information. The second most popular answer in both 
groups was to check the packaging label. The last question of the survey 
(Figure 17) was about why the respondents favor Finnish products if they 
do so. The groups had very similar opinions on this question, and in both 
groups supporting Finnish work was the most popular answer. Both 
groups also strongly agreed on trusting Finnish quality. According to the 
data, the only significant difference was that Group A rated being 
environmentally friendly as more important than Group B.  
The results indicate that even though the respondents agreed on many 
things, some differences between the two age groups can be detected. 
Price plays an important role in the purchase behavior of all the 
respondents but especially for the younger Group A. Group B, which 
consists of mature respondents, valued quality more than price. Group B 
also favored Finnish products consciously more often than Group A. 
Group A saw the environmental aspect of supporting domestic products as 
more important than Group B. Aside from these differences the 
respondent groups had relatively similar views on the subject. 
Group B consists almost entirely of employed people, 92%. Group A, 
although mostly students, one fourth were employed. The fact that Group 
A also included so many employed people might have evened out the 
intensity of differences between the two groups. The data collected from 
the survey shows that the difference in answer division between students 
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and the employed for example in Question 7 (Figure 13) were even more 
clear than between age Groups A and B. In Question 10 (Figure 17) 
students and unemployed were the only respondent groups which 
generated answers reporting they do not favor Finnish products at all. 
Based on these findings the author’s hypothesis was proven accurate. 
Generally, the survey results indicate that respondents appreciate 
domestic origin in products and services. It is not considered the most 
important attribute of products but it affects the evaluation of alternatives -
stage of purchase decision-making process. If there are alternatives which 
are comparable regarding price and perceived quality, Finnish consumers 
are very likely to choose the domestic alternative. According to the 
findings, the majority of the respondents consciously favor Finnish 
products. Some differences were detected between age categories, 
especially in the frequency of favoring Finnish products and in the 
importance of price. The data shows that in addition to age, also life 
situation influences consumption. The answers were very divided in all 
respondent categories which reflects the influence of personal factors to 
purchase behavior. 
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5 CONCLUSION 
This chapter will conclude the thesis. The research findings and data 
collected throughout the work will be combined to answer the main 
research questions presented in the introduction. This is followed by an 
evaluation of the validity and reliability of the research and a suggestion 
for further research. 
5.1 Answers to the research questions 
The research questions were designed to find out if domestic origin is 
important to Finnish consumers and if so - to whom and why. The answers 
to the questions will help determine if highlighting domestic origin really is 
an effective marketing strategy in Finland. Comparison of different 
consumer groups’ attitudes and purchase behavior will help target 
marketing efforts efficiently. Finding out the reasons why consumers want 
to favor domestic products will help select an appropriate approach for 
communicating the Finnish origin to consumers. The main research 
question of the thesis is: 
Does the domestic origin of a product affect the purchase decision 
on a Finnish consumer? 
The findings of the thesis indicate that domestic origin is generally 
important for Finnish consumers. Finnish origin is not seen as the most 
important attribute of products and services but the majority of consumers 
do pay attention to it. The importance of domestic origin plays a role 
especially in the evaluation of alternatives -phase of the purchase 
decision-making process. The results of the conducted survey research 
show that for most people domestic origin is especially important in food 
products and in services.  
All in all, the study findings indicate that a pattern of ethnocentric 
consumption among Finnish consumers exists. The majority of the 
consumers who participated in the survey research reported to 
consciously favoring Finnish products. Thus, domestic origin does affect 
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purchase decisions. As with all preferences, the level of importance of 
domestic origin varies among individual consumers. The second research 
question focuses on finding out if there are differences between consumer 
groups. 
What kind of consumers is the domestic origin important to? 
Based on the findings there were no major differences between specific 
consumer groups. The majority of all the respondents showed a clear 
pattern of ethnocentric consumption. There were only slight differences in 
the intensity of the answers from different demographics. The survey 
results show that mature consumers favor Finnish products more often 
than the younger consumer groups. On average, employed and older 
consumers demonstrated a stronger pattern of favoring Finnish products. 
Only very few consumers, who were either students or employed, reported 
that they do not favor Finnish products at all.  
These results indicate that domestic origin is important to nearly all Finnish 
consumers. Domestic origin is slightly more important for financially stable 
and mature consumers than it is to younger consumers and those with 
less disposable income. In general, the attitude differences seem to be 
more individual than tied to any specific demographic. The third and final 
research question focuses on the reasons behind ethnocentric 
consumption. 
Why is domestic origin important? 
There are multiple reasons why Finnish consumers favor domestic 
products. According to the survey respondents, the most important reason 
was the will to support Finnish work. This is a common reason for 
ethnocentric consumption behavior in general. Consumers want to help 
maintain employment and direct cash flow to their own society. The 
second most important reason was that consumers trust Finnish quality. In 
addition to these reasons, supporting the economy and wanting to know 
the exact origin of a product also quide consumption towards Finnish 
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products. Being environmentally friendly was also an important reason to 
buy local, especially for younger consumers. 
Based on these findings, it is clear that Finnish consumers have multiple 
reasons for favoring domestic products and services. The most common 
reasons for ethnocentric consumption are that consumers want to support 
Finnish work and that they trust Finnish quality.  
5.2 Reliability and validity 
The thesis consists of a theoretical part and an empirical part. Secondary 
information was collected from topic related literature, articles and reliable 
electronic sources. Primary data for the empirical part was collected by 
conducting a quantitative survey research. The survey was distributed 
online and in total it reached 219 respondents. The amount of responses 
was enough to make conclusions based on the survey results. Before the 
survey was made public, it was tested by five people to make sure it was 
properly formatted. The testing phase indicated that the instructions, 
questions and all answer alternatives were easy to understand and 
therefore the results reflect the intended meanings of the survey 
questions. The questions were formatted with a neutral tone. Respondents 
were informed about the purpose of the survey and of anonymity of their 
answers. To avoid inaccurate conclusions, only the respondent groups 
which provided most data were chosen for comparison. The survey results 
do not present statistical data about the population of Finland, but the 
sample size provides sufficient data for the purposes of the thesis. All 
secondary data for this thesis was collected only from reliable and 
academic literature and reliable electronic sources. Because these criteria 
were met, the thesis and survey results are considered valid and reliable. 
(Saunders et al. 2012.)  
5.3 Suggestions for further research 
One of the key findings of the thesis was that the majority of the survey 
respondents use packaging marks such as the Key Flag as primary source 
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of information about products’ origin. In order to make further conclusions, 
information about whether consumers know the actual meaning of such 
marks would be interesting and valuable. Researching this topic further 
would give insight on whether Finnish consumers favor truly domestic 
products or if they merely favor products they perceive as domestic. As 
stated earlier, the packaging markings do not always indicate that a 
product is entirely Finnish. Because of this it would be interesting to know 
whether the consumers are aware of the actual meaning of the packaging 
markings. Striving to ensure 100% domestic content for products might not 
be necessary for companies if the consumers are not familiar with the 
markings. Researching the packaging markings further would give 
valuable information about the level of consumer awareness. 
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6 SUMMARY 
The goal of this thesis was to research consumer behavior and find out if 
products’ domestic origin affects purchase decisions of Finnish 
consumers. The first chapter presents in detail the thesis goals, 
background, chosen research methods and the research questions.  
The second main chapter introduces general theories about consumer 
behavior and the factors which are known to influence it. The stimuli -
response model of consumer behavior and the purchase-decision making 
-model are presented. Because the focus of the thesis is on the Finnish 
market, the second chapter gives an overview of Finnish consumers, 
production and current marketing strategies for promoting domestic origin. 
These two chapters form the theoretical framework of the thesis. 
The theoretical framework is followed by the empirical part of the thesis. 
Primary data was collected by conducting a quantitative survey research 
which was distributed online. The empirical part introduces the survey 
design and an analysis of the gained responses. Each survey question is 
analysed individually and comparisons of respondent groups are made. 
In the final chapter, the thesis is concluded. The research questions are 
answered based on the findings. The reliability and validity of the thesis is 
evaluated in the conclusion chapter. A suggestion for further research is 
also presented in the last sub-chapter.  
Since all of the research questions were answered, the thesis reached its 
objectives. The findings of the thesis indicated that domestic origin is 
important for the majority of the Finnish consumers. Finnish origin 
influences purchase decisions, yet it is not the most influential factor. 
According to the results, most consumers consciously favor domestic 
products and services. Slight differences in consumer behavior were 
detected between different consumer age groups. The results showed that 
there are multiple reasons why Finnish consumers favor domestic 
products. Further research on the level of awareness about domestic 
origin among consumers is recommended. 
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APPENDIX 
APPENDIX 1. The survey 
Thesis survey. The effect of product's domestic origin on 
consumer behavior. 
The following survey is a part of a thesis work for Lahti University of 
Applied Sciences faculty of business studies. All the received 
responses for the survey are kept anonymous. The survey will take 
approximately 5.minutes.  
 
Thank you for your response! 
 
1. What is your gender?  
   Female 
 
   Male 
 
 
 
 
 
2. What is your age?  
   18-25 
 
   26-35 
 
   36-45 
 
   46-55 
 
   56-65 
 
   65< 
 
 
 
 
 
3. What is your current life situation?  
 
 
   Employed 
 
   Unemployed 
 
   Student 
 
   Pensioner 
 
 
 
 
 
4. How many people live in your household?  
   1 
 
   2 
 
   3 
 
   4 
 
   5 or more 
 
 
 
 
 
5. Which factors generally influence your purchase decisions the 
most?  
Choose two alternatives which affect your purchase behavior the most 
 
 Price 
 
 Quality 
 
 Country of origin 
 
 Appearance 
 
 Recommendation 
 
 Image of the product 
 
 
 
 
 
6. How much does price usually affect your purchase 
decisions?  
   Affects all purchase decisions 
 
   Affects only expensive purchases 
 
   Affects to some extent 
 
 
 
   Does not really affect 
 
 
 
 
 
7. How often do you favor Finnish products?  
   I don't favor Finnish products 
 
   Occasionally 
 
   Often 
 
   Always when possible 
 
 
 
 
 
8. In which product categories is Finnish origin the most 
important?  
Choose two alternatives which are the most important in your opinion 
 
 Food products 
 
 Clothes 
 
 Cosmetics 
 
 Home decor 
 
 Other consumer goods 
 
 Services 
 
 Home appliances 
 
 
 
 
 
9. How do you know that a product is Finnish?  
   I don't check the origin 
 
   I read the packaging label 
 
   Packaging marks for example the Key Flag symbol 
 
   Image of the product 
 
   Intuition, for example name and appearance 
 
   Quick internet search 
 
 
 
 
 
 
 
10. What are the main reasons to favor Finnish products?  
Choose two alternatives which you think are the most important 
 
 I don't favor Finnish products 
 
 Supporting Finnish work 
 
 Supporting the local economy 
 
 I trust Finnish quality 
 
 I want to know the exact origin of my product 
 
 It is environmentally Friendly 
 
 I am used to buying Finnish products 
 
 
 
 
 
Thank you for your response!  
 
 
 
 
 
 
 
